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ABSTRACT

Each culture has a set of beliefs about what is
perceived as attractive. The purpose of this study was to

determine how Thai and U.S. advertisements reflected
women's attractiveness. Advertisements from Elie and

Cosmopolitan magazines (from January, 2005 to January,
2006) in Thailand and the U.S. were content analyzed.

Results indicated that there are similarities in the
types of attractiveness and in some features of female

models across countries. Classic types of attractiveness

were most prevalent in Thai and U.S. advertisements.
Female models who had straight, long hair, and full-smiles

were persuasive sources of communication in both cultures.

In terms of models' social relationships with others in

advertisements, Classic types were used most frequently
with all types of social situations. However, there were
differences in ethnic backgrounds of models and types of
products advertised across countries. In Thailand, Asian

models who were Cute/Girl-Next-Door or Classic types (nonsexual types) were used mostly to advertise products. But,

when sexual appeals were used in advertising, Caucasian
models were used. In the U.S., Caucasian models with blond

hair were used extensively in all types of products'

advertisements and regardless of attractiveness. Regarding

iii

types of products used to enhance attractiveness across
countries, those that tended to improve women's skin and

hair were advertised more in Thai magazines than those in

the U.S. However, apparel products were advertised more in
U.S. magazines than Thai ones.
The findings suggest that advertisers should apply

the similarities presented in their cross-culture
advertising. In addition, advertisers should be aware of
differences and create advertisements that reflect

attractiveness values of each culture.
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CHAPTER ONE

BACKGROUND
Introduction

Advertising" is a powerful tool that marketers use to

mirror or influence the perception of attractiveness in a

culture. Although many people have conceptualized

attractiveness as one-dimensional, modern-day cultural
definitions of beauty are multidimensional (Richard,

Solomon, and Longo, 1990). Attractiveness also varies

across cultures and periods of time such as a chesty

Marilyn Monroe in the 1950s that was replaced by a thin
Twiggy in the 1960s (Cheever, 1996) .

As mentioned, perceptions of attractiveness reflected

in a culture vary and evolve over time through influences
from family, friends, and media. As a sociological
institution, media plays an important role in socializing

audiences (Shaw, 1999). It acts as an agent of
socialization,, perpetuating certain gender stereotypes,

beauty standards such as thinness, and institutionalizing
such conventions as photographic poses (Rudman & Verdi,

1993; Griffin, Viswanath & Schwartz, 1994).
Each culture has a set of general beliefs about

attractiveness and femininity. For instance, Western

1

culture applauds women who are tan, tall, slender,
confident, and non-aggressive and who have large breasts,

and small waists (Wood, 1999). However, attractiveness
among Eastern cultures considers subtle, cherished, and

sensual women with delicate features (Jain, 2005).

Women and physical attractiveness have been strongly

linked for such a long time. Victorian women sought tiny
waists through cinched corsets because it was considered
socially desirable (Bloch & Richins, 1992). Nowadays, this
movement still continues with women choosing to wear
pointed high heels in pursuit of socially defined
standards of attractiveness (Saltzberg & Chrisler, 1995) .

What are the standards of attractiveness? Some
researchers have proposed that individuals differ in their
emphasis on personal attractiveness and its meaning in

their lives (Bloch & Richins, 1993). Nevertheless, the
cultural relativity of beauty norms and time suggests that

the answer for "What is beautiful?" is culturally
established as a result of common socialization
experiences (Fassinger, 1994; Kubovy, 2000).
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Problems Statement

For several decades, research has been conducted
regarding the image of women in advertising (Arima, 2003;

Baker & Church, 1997; Shields, 1990). Advertising provides

researchers opportunities to study relationship between
women and standards of attractiveness in a culture. For
example, Kang (1997) conducted a study about the portrayal

of women's images in U.S. magazine advertisements. In
1994, Solomon & Ashmore studied the cultural encoding of

beauty types in magazine advertising and music television
in the United States. Although there have been research
studies of attractiveness perceptions in advertising,
there is a shortage of studies that focus on this
phenomenon across cultures.

Additionally, cultural values are the core of
advertising messages. Holbrook (1987) suggests that to

convince potential customers to purchase a client's
product or service, advertisers must comply with a
public's value system rather than run against it.
Therefore, this project aims to clarify the attractive

perception reflected in advertisements across cultures.

3

Research Purpose

The purpose of this study was to determine the
perception of attractiveness in advertising across
different cultures. Specifically, this research explored

how ads reflected perceptions of women's attractiveness
and the kinds of products advertised to promote this

perception between Western and Eastern cultures.
Research Objectives
Specifically, the objectives of the study were:

1.

To categorize types of women's attractiveness
(exotic, trendy, classic, girl-next-door, sex

kitten, or cute) as they appear in women's
magazine advertisements in the U.S. and

Thailand,
2.

To identify attractive features of female models

portrayed in advertisements of woman's

magazines,
3.

To determine the products which perpetuate the
perception of attractiveness, and

4.

To determine cross-cultural differences

regarding the attractiveness perception as
reflected in advertisements.
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Research Questions

To examine the advertisements in this study, the
following questions were addressed:

1.

Are there any differences in attractiveness
types between American and Thai magazines? If
so, what attractiveness types are used most?,

2.

Are features of female models (such as facial
expression, hair style, hair color, and hair

length) portrayed differently across cultures?
If so, what features are demonstrated most

often?,
3.

Are different ethnic groups depicted as
different attractiveness types between American
and Thai magazines? If so, what races are used
most often?,

4.

Are there any differences regarding
attractiveness types in social relationships
(between a single female model and a model with
others)? If so, what types of attractiveness are

presented in those social relationships?, and

5.

Are the types of products advertised in women's

fashion and beauty magazines different across
countries? If so, what types of attractiveness

are perpetuated among product categories?
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Benefits of the Study
The study will enable marketers to better advertise

products and services to women of different cultural
backgrounds. Further the study will aid marketers to

develop products and lines that better achieve the
perceptions of attractiveness in the two cultures.

Organization of the Study
The study is divided into five chapters. Chapter One

provides an introduction to the context of the problem,

purpose of the project, the importance and the limitations

of it. Chapter Two consists of a review of relevant

literature. Chapter Three provides the methodology and

outlined the procedure that was used to conduct the study.
Chapter Four presents the results of the project, while
chapter Five provides the conclusions and implications
generated from the study's findings.

Limitations of the Study
This study was limited to the examination of print
advertisements published in .the U.S. and Thailand

(editions of Elie and Cosmopolitan). Moreover, the study

was limited to data gathered from January 2005 to
January 2006.
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CHAPTER TWO
.

REVIEW OF THE LITERATURE
Introduction

Chapter two presents theories and relevant literature

in the field of attractiveness. First, the communication
and persuasion process are reviewed. Secondly, the
definition of attractiveness and subsequently the

attractiveness match-up hypothesis are presented. Finally,
perceptions of attractiveness as portrayed in cultures

are discussed.

The Communication and Persuasion Process

The significant factor to be considered in planning
advertising is an understanding of the communication

process (Brassington & Pettitt, 2000). Communication has
been variously defined as the passing of information, the

exchange of ideas, or the process of establishing a

commonality between a sender and a receiver (Shimp, 2003).

The basic system of communication process consists of

various elements. Two of them represent the major

participants in the process: the sender and receiver.
Another two are the major tools: message and channel

(Belch & Belch, 2004). In communication functions,

encoding, decoding, response and feedback are involved.
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The last element in communication process is noise (Aaker,
Batra & Myers, 1996).
Sender / Source Encoding

The source of communication is the person or

organization that has information to share with another
person or group of people. The source may be an individual
(such as a female model who appears in a company's

advertisement) or a non-personal entity (such as a firm)

(Belch & Belch, 2004). The communication process starts
when the sender selects words, symbols, or pictures to

represent the message that will be transmitted to the
receiver. This process is known as encoding. The sender's
goal is to send the message in a way that receiver can

understand (Shimp, 2003).
Message
According to Aaker, Batra & Myers (1996), the message
contains the information or meaning the sender hopes to

convey. It can be verbal, nonverbal, or symbolic. In

advertising, the message may range from simply written
words to television commercials (Belch & Belch, 2004) .

However, an important thing, beside the text or picture
that lies in advertising, is how the message is
interpreted by the people who see it (Shimp, 2003) .
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Therefore, advertisers need to carefully consider signs
and symbols being used.
Channel

'The channel is the method by which the communication

travels from the sender to the receiver. Channel of
communication can be divided into two types: personal and

non-personal. Personal channels are direct interpersonal
contacts with target individuals or groups (Kotler, 2000).

Personal channels often represent word-of-mouth
communication, a powerful source of information for

consumers. Belch & Belch (2004) stated that non-personal
channels are generally referred to as mass media, since
messages are sent to many individuals at one time. It

consists of two major types: print (newspaper, magazine,

billboard, point-of-purchase display, and direct mail) and

broadcast (radio and television).
Receiver/ Decoding
The receiver is the target audience with whom the
sender shares thoughts or information (Belch & Belch,

2004). Decoding is the process of transforming the message

into thoughts. This process is influenced by field of
experience that refers to perceptions, attitudes and

values one brings to the communication situation (Aaker,
Batra & Myers, 1996).
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Noise
Throughout the communication process, the message can

involve external factors that distort its reception. This

unplanned distortion is known as noise (Belch & Belch,
2004). As well, lack of common ground (using a sign,
symbol or words that are unfamiliar to the receiver)
between the sender and the receiver may result in improper

encoding of message (Shimp, 2003). Thus, marketers and
advertisers must consider the meaning consumers attach to

the various signs and symbols.

Source: Belch E. George, & Belch, A. Michael.

Figure 1. The Communication Process
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(2004). p.139

Definition and Types of Attractiveness
Generally, people have trouble defining beauty, but
they know it when they see it, and they actively look for

it (Englis, Solomon, and Ashmore, 1994). In behavioral
science, studies of physical appearance have proliferated

and demonstrated that many people equated self-worth and

the worth of others with the attainment of attractiveness
(Cash & Pruzinsky, 1990).
To understand the attractiveness type in the United

States, Englis, Solomon, and Ashmore (1992) conducted an
experiment with U.S. fashion magazine editors by using
photographs of models employed by major U.S. fashion

agencies. These editors were instructed to sort the model

into sets on similar looks. The results yielded several

types of beauty: Classic (as perfect physical, especially
facial, features), Feminine (soft and/or romantic look),
Sensual and Sex Kitten (both are sexual looks, but former

is more observable and youthful), Exotic (non-Caucasian),
Cute (as child-like physical feature and/or attire), Girl

Next-Door (a natural, unmade-up appearance and simple
clothing), and Trendy (faddish clothes and over wearing

accessories). Consequently, in 1994, Englis, Solomon, and
Ashmore conducted further research using the same eight

beauty types. They looked into advertisements collected
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from major U.S. magazines and found that the Trendy,

Classic/Feminine, and Exotic/Sensual types were the most
prevalent.

Siew, Ching, and Tan (2001) studied the color of

beauty of female models in Singapore. They found that two
types, Classic and Feminine, shared many general
characteristics and thus these characteristics were

combined. Cute and the Girl-Next-Door also shared similar

characteristics, as did Sensual and Sex Kitten so they
were combined. Frith, Cheng, and Shaw (2004) noticed that
U.S. attractiveness categories contained certain

assumptions irrelevant .to their study which was a
comparison between Asian and Western models. Exotic was
defined by Solomon (1992) as "non-Caucasian (p.23),

therefore, this category was excluded from their study. As

a result, beauty categories used in this research were
Classic, Sensual/Sex Kitten, Cute/Girl-Next-Door, and

Trendy (Frith, Cheng, & Shaw, 2004) .
Attractiveness Match-up Hypothesis

The match-up hypothesis proposes that a model whose
type of attractiveness and associated image enhance the

acceptance of the advertisement if they match-up with the

receivers' expectations of attractiveness (Zinkhan & Hong,
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1991). For example, an attractive model might be quite
effective in an ad for makeup, but would be no more
effective than an average looking model in an ad for

pencils (Koernig & Page, 2002) .

Parekh and Kanekar (1994) studied the role of
physical attractiveness and types of product on product

evaluation. They examined beauty products, including soap
and shampoo, and non-beauty products such as stationary

and ballpoint pens. Researchers found a significant
interaction between product type and the physical

attractiveness of the model. People rated beauty products
higher in product quality with attractive models. However,
there was no significant, difference between the two models

for evaluations of non-beauty products. The "match-up"
hypothesis predicts positive results when the model's

attractiveness matches with the product advertised and the
receivers' expectations (Kamins & Gupta, 1994).

Moreover, there are certain types of beauty that are

more congruent with or a better match with certain products

than other types of attractiveness

(Solomon,

Michael R. ,

Ashmore, & Richard D., 1992). An attractive female in each
culture may represent a source of information for a related-

attractiveness product such as cosmetic products. Thus, it
is important for advertising messages to resonate with the
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target audience and to reflect social norms practiced in
society where the ads appear (Belch and Belch, 2004).
Perceptions of Attractiveness
as Portray in Different Cultures

Each culture has a set of beliefs about what is
perceived as attractive and advertising has a tendency to
reinforce a perception that already prevails in that

culture (Lazier & Kendrick, 1999). The particular set of
physical attractiveness attributes that creates ideal

feminine beauty varies between cultures and changes during
different time periods (Rich & Cash, 1993). While

porcelain skin has historically been valued in Japan,
scarification is a beauty process in parts of Africa

(Frith, 2005). During the 20th century, images of females
in advertisements have shown varied idealization of their

attractiveness, from curvy as Sophie Dahl, to skinny as

-

Kate Moss. The ideals presented in magazines seem to have

influenced what is considered attractive (Kurtz, 1997).
Researchers have been curious regarding how

attractiveness was perceived and how women were portrayed
in each society. Frith (2003) analyzed attractiveness of
U.S. women by using popular woman's fashion magazines. The

data suggested that there was a high percentage of women
portrayed as Sensual and Sex Kitten type, while there was

14

also a tendency to display women as the Classic type.

Reichert and his collaborator (2004) found that:
An analysis of Clip award-winning TV spots
revealed that 29 percent contained a seductively

dressed model, and 27 percent contained at least
a hint of sex suggestion (p7).

In a study comparing images of young girls in a
Japanese editions of Seventeen magazines to those in the

U.S., Maynard & Taylor (1999) noted that Japanese models
were often posed as cute (smiling and giggling) while

American models were posed as more serious expressions and
independent (aggressive or indifferent).

In addition, relevant to types of attractiveness,
product categories, roles, and races of the women were

analyzed by Mueller (1987) who .found that in crosscultural research, it is necessary to study relationships
between products advertised and their appeal to consumers.

Although Cortese (1999) found that advertisers presented

female models regardless of products or services, Cheng &
Schweitzer (1996) discovered a relationship between
product types and cultural values. Furthermore, clothing

was a category in U.S. magazines that inferred physical
attractiveness as it related to the body and was perceived

as important (Frith, 2003).
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CHAPTER THREE
METHODOLOGY

Introduction
Chapter three explains the process of collecting
data and outlines the sampling methods and procedure. The

study relied on primary data available through content
analysis of advertisements in Thai and U.S. women's

magazines.
Content Analysis
According to Merriam-Webster Dictionary (2004),

content analysis is the analysis of content of

communicated material (as a book or film) through a

categorization, tabulation, and evaluation of its key
symbols and themes to determine its meaning and probable

effects. Krippendorff (2004, p.18) defined content
analysis in his book as "a research technique for making

replicable and valid inferences from texts (or other

meaningful matter) to the context of their use, rather
than restricted on quantitative description and manifest
content". Malhotra (2003) stated that content analysis is

an appropriate method when a study needs to observe

communication rather than behavior or physical objects.

Moreover, Wimmer and Dominick (2000) asserted content
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analysis assisted in comparing media content to real

world. Many researchers used content analysis as an
objective method to measure how various social roles are

portrayed in advertising, as well as to observe the
changing values in a society (Sung, 2000, Tse, Belk, &
Zhou, 1989). Therefore, content analysis was applied as a

methodology for this research to examine the different
portrayals of female attractiveness and product categories

used to promote this attractiveness in women's magazines
between the United States and Thailand.

Sample/ Unit of Analysis

Based on the types of beauty studied by Englis,
Solomon and Ashmore (1994), advertisements from popular
women's magazines in the United States and Thailand were
content analyzed. To maintain comparability, magazines
from each country were matched by readers' demographic,

local language, and magazine type that focused on fashion
and beauty. The main criteria for the women's magazines
chosen from each country were high local readership,

circulation figures, and targeted women readers (between

the ages of 20 and 35).
In the United States, Cosmopolitan, Glamour, Vogue

and Elie are popular and influential magazines that focus
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primarily on fashion and beauty and are aimed at women in
their 20s and 30s (Frith, Cheng, & Ping, 2004). The latest
circulation figures in 2004 from Audit Bureau of

Circulation for Cosmopolitan, Glamour, Vogue and Elie were
2,989,301, 2,379,573, 1,268,623, and 1,060,578

respectively. Nevertheless, in Thailand, the edition of

Cleo topped the list, followed by Elie, while Lisa and
Cosmopolitan shared third place. Sales figures were not
given. The women's bimonthly Praew ranked fourth and was

the only local title on the list (Amnatcharoenrit, 2004).
For the purpose of this study (see criteria above),
selected Thai and U.S. editions of Cosmopolitan and Elie

were used. The period of study was from January, 2005 to
January, 2006. Every other month's issues were examined.
Nevertheless, there were fewer advertisements in

Cosmopolitan in Thailand than those in the U.S.; hence, to
create a proportional number of advertisements, every

issue of Cosmopolitan in Thailand was used. Furthermore,
only advertisements featuring female models were chosen

for further analysis, while ads not featuring women were
excluded. The unit of analysis was limited to full-page or

larger advertisements that contained at least one woman.
Black-white or retouched colors print advertisements were

eliminated because they did not reflect natural colors and
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provided difficulty in determining the models' features.
If there were more than one woman in the advertisements,
the largest or most dominant woman was coded. Identical
ads were included in coding process because repetition is

a strategy frequently used in advertising. As a result,

the total numbers of advertisements analyzed were 1,219
advertisements-601 from Thai magazines and 618 from U.S.

magazines.
Instrument

An instrument was developed to determine the

perception of attractiveness in advertisements of women's
magazines across countries. First, based on the research

by Frith, Cheng, and Shaw (2004), the study focused on the
unit of analysis in the ads that included types of

attractiveness of female models: Classic, Sensual/Sex

Kitten, Cute/Girl-Next-Door, and Trendy.
Secondly, based on the works of Choe, Wilcox, and
Hardy (1986), and of Lambiase and Reichert (2003), facial
expressions were separated into five categories: "full
smile", "close smile", "indifferent", "serious", and
"sexy/seductive".

Thirdly, all hair styles, lengths, and colors were
content analyzed. Models' hair styles were categorized
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into four styles: "straight", "curly", "wavy", and
"others" that included styles not fitting with the three
mentioned (Faizabadi, 2006). Models' hair lengths were

categorized as: "short", "medium", "long", and "up-do"
based on Hair-News website (2006). According to Clairol
Professional Encyclopedia (1990), hair color categories

used in the present study were auburn/mahogany/red, black,
blonde, brunette, burgundy/violet, and other colors such

as gray, and blue.
Next, ethnic backgrounds of models were categorized

into four categories based on Frith's research (2005,
2003). The categories included "Caucasian", "Asian",

"African-American", and "others" such as Hispanic.
Moreover, the instrument sought to determine social

relationships among advertisements featuring female
models. According to Taylor and Lee (1994), relationships

were defined as interpersonal relationships of the model
with other characters in advertisements. Social

relationship categories included "nobody else in the

advertisement", "personal context", "business context",
"social context", and "family context".

Finally, based on the research of Choa (2005) and

Frith (2005), 14 categories were used to separate the
advertisements by product types. These categories included
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alcoholic beverages, automotive products, beauty services,

clothing, cosmetics, entertainment and information, food
and non-alcoholic (beverages), fragrances, household

appliances, medicine, personal care, personal accessories,
others services, and miscellaneous such as cleaning

products.
Coder and Coder Training

Before performing the data coding, the researcher
prepared the instrument that included a code book, a code

sheet, and coder selection and training criteria. First,
the code book that contained the definitions of all
categories was used as guideline for coders. This code
book allowed them to independently code data and respond

to the unit of analysis in the same way. Then, the code
sheet that itemized each category was developed for the

ease of data, collection (Lerman & Callow, 2004) and was
provided to the coders to assist them in recording the
unit of analysis precisely.

Two coders were used in this study. One was the
researcher herself, as the primary coder, and the other

was a male as second coder. According to Choa (2005),

inviting a male to be the secondary coder is helpful in
reducing the gender bias. Both coders were independent
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graduate students at a southwestern university who were
bilingual (spoke both English and Thai). In a study of
cross-cultures, using bilingual coders enhanced the

validity of the results (Lerman & Callow, 2004) .
The coders were trained in a coding process,

beginning with familiarization of the code book and ending
in using code sheets to practice. Training was performed
through out the process by using sample advertisements in

American and Thai magazines (not from the actual

research). When disagreement arose, coders discussed their
interpretations. The coders discussed the samples to

arrive at an unified decision for those advertisements.

The training was repeated until coders felt ready with how

to place each unit into an appropriate category. Due to
time constraints, all of the unit analysis was divided
equally and given to the coders. Moreover, to reduce the

effects of exhaustion, coding sessions were limited to two

hours per/day with breaks after every hour (Al-Olayan &

Karande, 2000).
Inter-coder Reliability
The researcher conducted a pilot study to measure the

percentage of agreement between coders. A total of ten

full-page advertisements with female models, from Thai and
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U.S. magazines that were published in 2004 (not the sample

that used in the current study), were used. The inter

coder reliability was calculated by using the percentage
of similar classifications by the two coders (Al-Olayan &
Karande, 2000). This study adopted Holsti's (1969) inter

coder reliability coefficient, as listed below, to
calculate the overall percentage of agreement or times

when both coders independently assigned the same code to
the same object (Davis, 1997).
Reliability= 2M / N1+N2

where:

M is the total number of coding decisions that

the two coders agree upon and N1 and N2 are the
total number of coding decisions made by coders

one and two.
Agreement or inter-coder reliability on the presence
of the female models was 80%, which was considered a
reliable percentage (Davis, 1997). The items that had less

agreement were revised to reach the agreement between the

coders on those units. More appropriate code book and code
sheet were then developed based on the results of pilot
test (Al-Olayan & Karande, 2000).
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Analysis Procedure
Types of attractiveness, facial expressions, hair

styles, hair lengths, hair colors, model's ethnic
backgrounds, social relationships, and product categories

were examined. The analysis was based on the frequency of

female models' appearances in advertisements of U.S. and
Thai women's magazines. The Statistical Program of Social

Science (SPSS) was utilized as a tool to analyze the data
analysis. Measures of central tendency were conducted.

Cross tabulations were also used to identify differences
in the frequency distributions among categories to
determine the relationship between variables.
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CHAPTER FOUR
RESULTS AND DISCUSSION
Introduction

A total of 30 issues of Cosmopolitan and Elie

magazines in the U.S. and Thailand were analyzed.
Advertisements (1,219; 601 from Thai magazines and 618

from U.S. magazines) were examined and compared regarding
similarities and differences of attractiveness types

between these cultures. The advertisements were analyzed
by Statistical Package for Social Sciences (SPSS).

Results
Regarding similarities and differences of

attractiveness in both cultures, the frequency of
attractiveness types' advertisements showed that the
classic type was used most frequently in both Thailand
(56.9%) and the U.S.

(61.0%). However, a cross tabulation

between these two countries regarding the attractiveness
type resulted in a significant difference (x2= 84.54, a

<.000). The Sensual/Sexy and Trendy types were more
popular in the U.S.

(30.3%, 4.5%) than in Thailand (20.5%,

1.3%). The Cute/Girl-Next-Door type was used more often in

Thailand (21.3%) than in the U.S.
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(5.0%)

(see Table 1).

Table 1. Types of Attractiveness in Thailand and the U.S.
Countries
Attractiveness types

Classic
Sensual/Sex Kitten
Cute/Girl-Next-Door
Trendy
Total

Thailand
Frequency Percentage
342
56.9%
20.5%
123
21.3%
128
1.3%
8
100.0%
601

U.S.
Frequency Percentage
372
61.0%
187
30.3%
5.0%
31
28
4.5%D
100.0%
618

Regarding models' facial expressions illustrated in
Table 2, similar types of facial expressions were used in
advertisements across cultures. The full smile type was

portrayed most frequently for both Thai and U.S.
magazines.

A cross tabulation of countries regarding types of
facial expressions resulted in a significant Chi square

(X2= 16.395, a <.003). The full smile type was used more
in Thailand (40.1%) than this type in the U.S.

(30.6%).

Nevertheless, the sexy/seductive (26.0%), close smile

(23.8%), and serious (3.7%) types were used more in the

U.S. than those in Thailand (20.0%, 19.8%, 3.3%)

Table 2).
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(see

Table 2. Types of Facial Expressions in Thailand and
the U.S.
Countries

Facial Expressions
Full Smile
Close Smile
Indifferent
Serious
Sexy/Seductive
Total

Thailand
Frequency
Percentage
246
40.9%
119
19.8%
96
16.0%
20
3.3%
20.0%
120
601
100.0%

U.S.
Frequency Percentage
30.6%
189
23.8%
147
98
15.9%
3.7%
23
161
26.0%D
618
100.0%

Table 3 showed the frequency of types of hair styles.

Generally, the straight hair style was used most often in

Thailand and the U.S. When comparing types of hair styles
between countries, a significant difference was found (x2=

26.566, a <.000). The straight hair style was used more in
Thailand (48.2%) than that in the U.S.

(40.9%). The curly

and wavy hair styles were used more in the U.S.

(35.5%,

15.0%) than those in Thailand (30.3%, 8.6%).

Table 3. Types of Hair Styles in Thailand and the U.S.
Countries

Hair Styles

Straight
Curly
Wavy
Others
Total

Thailand
Percentage
Frequency
290
48.2%
30.3%
182
8.0%
48
13.5%
81
100.0%
601
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U.S.
Frequency Percentage
40.9%
254
35.5%
219
93
15.0%
8.6%
52
618
100.0%

Table 5. Types of Hair Colors in Thailand and the U.S.
Countries
Hair Colors
Auburn/Mahogany/Red
Black
Blonde
Brunette
Burgundy/Violet
Other colors
Total

Thailand
Frequency Percentage
72
12.0%
38.1%
229
19.3%
116
12.5%
132
18.0%
108
1
0.1%
100.0%
601

Frequency
72
92
237
145
66
6
618

U.S.
Percentage
11.6%
14.9%
38.3%
23.5%
10.7%
1.0%
100.0%

Table 6 showed types of models' ethnic background. In
Thailand, Asian models (50.9%) were used most frequently

followed by Caucasians (41.8%). However, in the U.S.,

Caucasian models (74.3%) were the most dominate ethnic
group.

A Chi-Square test showed that there was a significant
difference between countries regarding ethnic background.

(X2= 374.36, a <.000). Caucasian models appeared more

often in the U.S.

(74.3%) than those in Thailand (41.8%),

but Asian models were used more often in Thailand (50.9%)

than those in the U.S.

(2.6%)
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(see Table 6).

Table 6. Types of Ethnic Backgrounds in Thailand and
the U.S.
Countries

Races
Caucasian
Asian
African-American
Others
Total

Thailand
Frequency Percentage
251
41.8%
306
50.9%
13
2.2%
31
5.1%
100.0%
601

Frequency
459
16
42
101
618

U.S.
Percentage
74.3%
2.6%
6.8%
16.3%
100.0%

Table 7 showed the relationships between each

attractiveness type and ethnic backgrounds. Regarding the

percentage of Thai advertisements in each- attractiveness
type, Asian models appeared most frequently with Classic

types (50.9%) and Cute/Girl-Next-Door types (68.8%).
Caucasian models in Thai ads appeared often with
Sensual/Sex Kitten types (56.1%) and Trendy types (50.0%).

However, for percentage within U.S. ads regarding each
attractiveness type and ethnic backgrounds, Caucasian

models were most dominated in each attractiveness type
(Classic 75.0%, Sensual/Sex Kitten 74.3%, Cute/Girl-Next-

Door 67.7%, Trendy 71.4%).
A cross tabulation between Thailand and the U.S.
regarding ethnic background in each attractiveness type
resulted in significant differences (Classic type: x2=

224.046, a <.000, Sensual/Sexy Kitten: x2= 64.779, a
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<.000, Cute/Girl-Next-Door: x2= 43.380, a <.000). For

Classic type, Thai ads (50.4%) were more likely to portray
Asian models than U.S. ads (2.4%) while, U.S. ads showed
Caucasian model (75.0%), African-American (7.3%), and

Latin-American (15.3%) more often than Thai ads (41.8%,
2.9%, 4.4%). For Cute/Girl-Next-Door, Thai ads were used

often with both Asian (68.8%) and Caucasian (27.3%)

models. Nevertheless, U.S. ads, which used Cute/Girl-NextDoor types, showed African-American (6.5%) and Latin-

American (19.3%) models more frequently than Thai ads. For
Sensual/Sex kitten, Thai ads portrayed Asian models

(33.3%) more often than U.S. ads (1.6%), but U.S. ads

demonstrated Caucasian model (74.3.0%), African-American
(5.9%), and Latin-American (18.2%) more often than Thai

ads (56.1%, 0.8%, 9.8%).
Table 8 presented types of social relationships (how

a female model was posted with other people). In both Thai
and U.S. advertisements, a female model was posted alone
in most ads (82.4% in Thailand, 84.9% in the U.S.). The

business context was the least noted type (0.2% in
Thailand; 0.3% in the U.S.). These was no significant

difference found in this regard (x2 = 7.575, a <.108).
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Table 7. Cross Tabulation between Types of Attractiveness
and Types of Ethnic Backgrounds in Thailand and
the U.S.
Countries

Attractiveness Types
and Races
Classic

Total
Sensual/
_
T....
Sex Kitten

Total
Cute/Girl.. . „
Next-Door

Caucasian
Asian
AfricanAmerican
Others

Total

U.S.
Frequency Percentage
279
75.0%
2.4%
9

10

2.9%

27

7.3%

15
342

4.4%
100.0%

57
372

15.3%
100.0%

Caucasian

69

56.1%

139

74.3%

Asian
AfricanAmerican
Others

41

33.3%

3

1.6%

1

0.8%

11

5.9%

12
123

9.8%
100.0%

34
187

18.2%
100.0%
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27.3%

21

67.7%

88

68.8%

2

6.5%

1

0.8%

2

6.5%

4
128
4
3

3.1%
100.0%
50.0%
37.5%

6
31
20
2

19.3%
100.0%
71.4%
7.1%

1

12.5%

2

7.1%

8

100.0%

4
28

14.4%
100.0%

_
Caucasian
Asian
AfricanAmerican
Others

Total
Trendy

Thailand
Frequency Percentage
41.8%
143
174
50.9%

Caucasian
Asian
AfricanAmerican
Others
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Table 8. Types of Social Relationships in Thailand and
the U.S.
Countries
Social Relationships

No body else in ad
Personal Context
Business Context
Social Context
Family Context
Total

Thailand
Frequency Percentage
510
84.9%
7.7%
46
0.2%
1
6.5%
39
0.7%
5
100.0%
601

Frequency
509
37
2
65
5
618

U.S.
Percentage
82.4%
6.0%
0.3%
10.5%
0.8%
100.0%

Table 9 presented the correlation between social
relationships and types of attractiveness. From percentage

within each country, the Classic type was used the most
frequently with all types of social relationships. In the

case of-a business context, only the classic type of
attractiveness was used.
There was a significant difference found in this

regard; nobody else in the ads (x2= 85.891, a <.000). When
there was nobody else in the ads beside the female model,

Cute/Girl-Next-Door types were used more in Thai ads
(21.8%) than this type in U.S. ads (4.1%) while Classic,

Sensual/ Sex Kitten, Trendy types were used in U.S. ads
(60.3%, 30.5%, 5.1%) more than in Thai ads (57.8%,

19.0%, 1.4%) .
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Table 9. Cross Tabulation between Types of Social
Relationships and Types of Attractiveness in
Thailand and the U.S.
Countries
Social Relationships
and Attractiveness
Types
Nobody
Classic
else in Ad
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy
Total
Personal
Classic
Context
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy
Total
Business
Classic
Context
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy
Total
Social
Classic
Context
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy
Total
Family
Classic
Context
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy
Total

u s.

Thailand

Frequency

Percentage

Frequency

Percentage

295

57.8%

307

60.3%

97

19.0%

155

30.5%

111

21.8%

21

4.1%

7
342

1.4%
100.0%

26
372

5.1%
100.0%

24

52.2%

19

51.4%

15

32.6%

15

40.5%

7

15.2%

3

8.1%

46

100.0%

37

100.0%

1

100.0%

2

100.0%

-

-

-

-

-

-

-

-

1

100.0%

2

-

100.0%

18

46.2%

41

63.1%

11

28.2%

16

24.6%

9

23.1%

6

9.2%

1
39

2.5%
100%

2
65

3.1%
100%

4

80.0%

3

60.0%

-

-

1

20.0%

1

20.0%

1

20.0%

-

-

-

-

5

100.0%

5

100.0%
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Table 10 showed that a significant difference exists
between the types of products advertised in women's

magazines across countries (\2 = 88.809, a <.000). In the

Thai magazines, personal care products occupied the
greatest proportion (30.9%) of advertisements; whereas, in

the U.S., clothing occupied the largest proportion (33.3%)
of advertisements. In Thai magazines, there were no
advertisements of alcoholic beverages and/or

entertainment/information.
Product categories that appeared more in the U.S.

than those in Thailand were automotive products (1.0%),

clothing (33.3%), fragrances (5.8%), medicine (2.3%), and
personal accessories (15.9%). However, beauty services
(3.8%), cosmetics (10.0%), food/non-alcoholic (8.0%),

household appliances (3.5%), and personal care (30.9%)
were showed more in Thai ads than those in U.S. ads.
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Table 10. Types of Products in Thailand and the U.S.
Countries
Product Types

Alcoholic Beverages
Automotive Products
Beauty Services
Clothing
Cosmetics
Entertainment/
Information
Food/Non-alcoholic
Fragrances
Household Appliances
Medicine
Personal Care
Personal Accessories
Others Services
Miscellaneous
Total

Thailand
Frequency Percentage

0.7%
3.8%
26.6%
10.0%

4
23
160
60

8.0%
2.5%
3.5%
1.2%
30.9%
8.7% 4.0%
0.1%
100.0%

48
15
21
7
186
52
24
1
■ 601

U.S.
Frequency Percentage
1.0%
6
1.0%
6
1.6%
■ 10
206
33.3%
44
7.1%

8

1.3%

16
36
8
14
131
98
28
7
618

2.6%
5.8%
1.3%
2.3%
21.2%
15.9%
4.5%
1.1%
100.0%

Table 11 presented the types of attractiveness
perpetuated among product categories. When comparing
between Thailand and the U.S., chi-square tests revealed

five statistically significant differences; clothing (x2 =

24.434, a C.000), food/non-alcoholic (x2= 8.511, a <.014),
medicine (x2= 10.031, a C.007), personal care (x2= 66.043,
a C.000), other services (x2 = 7.838, a C.020). For

clothing, Thai ads frequently used Cute/Girl-Next-Door

types (16.3%) and Sensual/sex Kitten types (43.15), while
Classic (56.3%) and trendy (6.3%) types were use more in

the U.S. Most of the clothing advertisements (60.6%) in
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Thailand were imported brands with Western models (see,
Table 12). In addition, Sensual/sex Kitten type was often

used with alcoholic beverage and fragrance in the U.S. as
well. Table 11 showed Food/non-alcoholic ads, Thai ads

used Cute/Girl-Next-Door (37.5%) types more often than
U.S. ads (0.0%). Trendy type was not appeared in both
countries. For medicine, U.S. ads often showed Classic

types (92.9%) while Thai ads used Cute/Girl-Next-Door

types (57.1%). For personal care, Thai ads frequently
portrayed Classic types (65.6%) and Cute/Girl-Next-Door
(30.1%) types, but U.S. ads often used Sensual/Sex Kitten

types (31.2%) and Trendy type (5.4%). For other services
such as insurance or department store, Thai ads are more

likely to show Classic types (66.7%) and Cute/Girl-NextDoor (20.8%) types. Nevertheless, U.S. ads frequently used

Classic type (53.6%) and Sensual/Sex Kitten type (42.9%).

Table 11. Cross Tabulation between Types of Product and
Types of Attractiveness in Thailand and the U.S.
Product Categories and
Attractiveness Types

Alcoholic
_
Beverages

Classic

Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Countries
Thailand
Frequency Percentage

U.S.
Frequency Percentage

-

-

1

16.7%

-

-

5

83.3%

-

-

-

-

-

-

-

-
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Product Categories and
Attractiveness Types

Automotive
„
, .
Products

_
Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total
*eauty
Services

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total
Clothing

Total
Cosmetics

Total
Entertainment/Information

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy
Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total

-

-

Total

6

100.0%

Countries
Thailand
Frequency Percentage

U.S.
Frequency Percentage

2

50.0%

3

50.0%

-

-

1

16.7%

2

50.0%

2

33.3%

4

100.0%

6

100.0%

18

78.3%

7

70.0%

5

21.7%

3

30.0%

-

-

-

-

23
64

-

-

-

100.0%
40.0%

69

43.1%

64

31.1%

26

16.3%

13

6.3%

1
160
40

0.6%
100%
66.7%

13
206
32

6.3%
100%
72.7%

7

11.6%

8

18.2%

10

16.7%

1

2.3%

3
60

5.0
100.0%

3
44

6.8%
100.0%

-

-

4

50.0%

-

-

4

50.0%

-

-

-

-

-

-

-

-

8

100.0%

39

10
. 116

100.0%
56.3%

-

Product Categories and
Attractiveness Types

Food/Non,
, . .
alcoholic

_
Classic

Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total
Fragrances

Total
Household
,
,
Appliances

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Classic

Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total
Medicine

Total
Personal
„
Care

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total

Countries
Thailand
Frequency Percentage

U.S.
Frequency Percentage

19

39.6%

11

68.8%

11

22.9%

5

31.2%

. 18

37.5%

-

-

48
8

100.0%
53.3%

-

-

16
15

100.0%
41.7%

6

40.0%

20

55.6%

1

6.7%

1

2.7%

15

-

100.0%

36

100.0%

13

61.9%

7

87.5%

5

23.8%

1

12.5%

1

4.8%

-

-

2
21
3

9.5%
100.0%
42.9%

8
13

100.0%
92.9%

-

-

1

7.1%

4

57.1%

-

-

7

100.0%

14

100.0%

122

65.6%

73

55.7%

8

4.3%

41

31.3%

56

30.1%

-

-

7

5.4

186

100.0%

131

100.0%

40

■ 10

7.6%

Product Categories and
Attractiveness Types

Personal
„
.
Accessories

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total
Miscellaneous

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total

Thailand
Frequency Percentage

Classic
Sensual/Sex
Kitten
Cute/GirlNext-Door
Trendy

Total
Others
„
.
Services

Countries

•

U.S.
Frequency Percentage

36

69.2%

70

71.4%

9

17.3%

20

20.4%

5

9.6%

2
52

3.8%
100.0%

5
98

5.1%
100.0%

16

66.7%

15

53.6%

3

12.5%

12

42.9%

5

20.8%

1

3.5%

24

100.0%

28

100.0%

1

100.0%

5

71.4%

-

-

2

28.6%

-

-

-

-

1

100.0%

7

100.0%

41

3 .

3.1%

Table 12. Cross Tabulation between Clothing and Types of
Ethnic Backgrounds in Thailand and the U.S.
Countries

Product Categories
and Races
Clothing

Caucasian
Asian
AfricanAmerican
Others

Total

Product Categories
and Races
Frequency Percentage
97
60.6%
38
23.8%

U S.

160
6

Percentage
77.7%
2.9%

Frequency

3

1.8%

8

3.9%

22
342

13.8%
100.0%

32
372

15.5%
100.0%
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CHAPTER FIVE

CONCLUSIONS AND IMPLICATIONS
Introduction

This study examined the similarities and differences
regarding perceptions of attractiveness in Thai and U.S.

advertisements. A content analysis of 1,219 advertisements
(601 from Thai magazines and 618 from U.S. magazines) from
January, 2005 to January, 2006 was conducted. Discussion

of the findings and implications were presented in this
chapter.

Conclusions

As the power and the influence of global media
increases, it seems important to understand how marketers

advertise to different audiences. Overall, similarities

and differences existed between Thai and U.S.

advertisements. Regarding the degree and type of
attractiveness portrayed by female models, the Classic
type was observed often between both countries. However,
Sensual/Sex Kitten types were used more frequently in U.S.

ads (30.3%) while Cute/Girl-Next-Door types were used more

frequently in Thai editions (21.3%). This finding suggests

that Classic and Cute/Girl-Next-Door types were the
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popularly attractive types in Thailand while Classic and
Sensual/Sex Kitten types were most prevalent in the U.S.

Specific to models' physical features (such as hair
style, hair color, and facial expression), straight (48.2%

in Thailand; 40.9% in the U.S.) and long hair (68.0% in
Thailand; 71.5% in the U.S.) styles were perceived as

attractive hair styles in both cultures. Regarding facial
expressions, full smiles were most prevalent in Thailand

and the U.S. This finding confirms Choa, Wilcox and

Hardy's (2003) conclusion that the most frequent facial

expression for female models in the U.S. is a full,

smiling expression. These findings suggest that women who
have straight, long hair, and full-smiles were perceived

as attractive by more viewers in both counties. Beyond the
length and type of hair, there were also noticeable

differences when speaking in terms of hair color.
Blondes were popular in the U.S. whereas black-haired

models were prevalent in Thailand. Frith (2003) stated
that, for advertisements to be integrated with the target

audience, a certain level of homogeneity with the target
audience is expected. Interestingly, there was high

percentage of Caucasian models (41.8%) in Thai editions as
well. This finding suggests the openness to foreign models
and the interest in embracing Western products and culture
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in Thailand. Moreover, these findings suggest that both
Asian and Caucasian women are considered attractive in

Thailand. Conversely, this finding also indicates the lack

of various ethnic models used to reflect the diversity of
American population.

Regarding the relationship between each type of
attractiveness and ethnic groups, findings showed that in

the U.S., all types- of attractiveness were dominated by
Caucasian models. Sensual/Sexy and Trendy types in

Thailand, Caucasian models were more prevalent than other
ethnic groups. This result is concurrent with 0'Barr's

(1994) findings that American women in Japanese print
advertisements were often portrayed in sexy ways;

essentially, ways that Japanese women could not be shown.

In addition, Cute/Girl-Next-Door and Classic types, Asian
models were prevalent- more than other ethnic backgrounds

in Thai ads. These findings give reason to believe that,

in Thailand, Caucasian women are presented as sexual icons
while Asian models are portrayed in more demure ways.

In terms of social relationships that portrayed a

female model with other people, there was a similar

tendency among advertisements in both cultures. In Thai
and U.S. magazines, a single female model was used most

often. However, the relationship of a model with others in
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the business context was least prevalent. This finding may

result from the positioning of the magazines (used in the
present study) that do not address business as primary
context of the magazines. Moreover, findings showed
correlation between social relationships and types of

attractiveness. Classic types were used most frequently

with all types of social situations for both editions. As
limited as the business context was advertised, this
context used only Classic type models. Apparently, these
findings suggest that the Classic type is an accepted
attractiveness type in all social relationships and across

the two cultures.
Regarding types of products advertised across

cultures, those that tended to improve women's face and
hair were advertised more in Thai magazines when compared

to those in the U.S. However, apparel products in U.S.

magazines were advertised more than in Thai ones. As Wood
(1999) noted:
Consistent with a view of women as decorative
objects

clothing

whose
is

value

designed

depends
to

on

call

appearance,

attention

to

women's bodies and to make them attractive to

viewers (p. 145).
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This finding suggests that women in the U.S. are more

concerned with products related to their body than Thai
women. However, women in Thailand are more interested in
facial and hair care products. These findings are

consistent with the way the women are presented in

advertising, especially in reference to Thailand. However,

the trend of using beautiful women to sell physical
enhancement products is shared between the two cultures,

though not evenly.

The study also indicated that Classic types were used
most frequently to advertise products categories such as

beauty services, cosmetics, food/non-alcoholic, and
household appliances for both countries. Sensual/Sex

Kitten types were used with clothing ads in Thailand. The
largest proportion (60.6%) of clothing advertisements in

Thailand were Western brands using Caucasian models. This
finding suggests that advertisers use sexy Caucasian
models to advertise clothing, especially Western brands to

draw attention to the body that would be contrary to the
Thai culture. Moreover, advertisements in Thailand tend to

use Cute/Gir1-next-door types more often than those in
U.S. This result emphasized that Thai prefer model who

dress in demure ways (not sexy ways).
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Implications
Marketers need to understand the norm of beauty

within a society to effectively advertise their products
and services. Based on these findings, there were both

similarities and differences in the specifics - but what
did remain constant is the use of beautiful women to sell
clothing and beauty products.

The findings also suggest that Thai and U.S.
advertisers should apply the similarities in their crosscultural advertising campaigns to improve upon them.

Classic types were most employed in both cultures; hence,
they should be used with most types of products and in

varying types of social relationships. Regarding standard

features for women's attractiveness, female models with

straight, long hair, and full-smiles were and should be
used as persuasive sources of communication in both

cultures. However, there were differences between these

two countries; these suggest that careful division still
remains and should be incorporated into advertisements.

In Thailand, Asian models that were classified as
Cute/Girl-Next-Door or Classic attractiveness types were

used extensively to advertise products. When sexual
appeals were used to advertise products such as clothing,
Caucasian models were used. This may reflect the inherent
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modesty of Eastern cultures and the inherent liberation

and confidence among women in the West.

In particular, Thailand has an open policy to foreign
cultures and, since many advertisements contained foreign

products and used Western models, marketers should be
cautious when incorporating sexual appeals in Thailand.

Rather, it would be best to use an emotional appeal

(without sexual overtones) with Classic looking Asian
models. Moreover, regarding products types, those that are

for the face and hair would be highly appealing to Thai
women.
Subsequently, the implications of the findings for

the U.S. suggest that marketers should use Classic type
models when advertising most products. Findings showed
that Classic type models were predominant when advertising

products. Regarding the use of ethnic models, marketers
may want to consider selecting and incorporating different
ethnic groups that exhibit the Classic type of

attractiveness to better attract diverse U.S. consumers
that will identify with ethnic models. In addition, these

models, particularly those of Asian background, should be
used in Thai magazines to mirror the people of that

country.
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Future Research
Future research should address a wider scope of

countries to accurately assess the global marketplace such

as European and Central and South American cultures.
Further research could address beauty perceptions among

broader range of magazines, but also in alternative media
vehicles, such as broadcasting (specifically, television
and the internet). Finally, future research should develop

attractiveness measures and data collection techniques,
such as personal interviews or questionnaires across
different cultures. This will help better determine
similarities and differences in perceptions of beauty

across cultures.
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APPENDIX A

CODE BOOK
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Beauty Types

1. Classic/:
Feminine

The classic elegant look, model is
slightly older than average. She has
an elegant feminine look with fair
skin, glamorous, and sophisticated.
She usually wears soft, demure,
feminine apparel, but not heavily
accessorized.

2. Sensual/:
Sex Kitten

The model is posed in a sexual way.
She usually wears sexy attire (bathing
suit, lingerie), tight-fitting or
revealing clothes. She can also be
dressed in normal clothes but posed in
an unnatural way ("cheesecake" pose in
which the arms are raised with the
hands on the back of the head, the
chest is thrust forward and back is
arched).

3. Cute/:
Girl-Next-Door

With casual outfit, the model has a
cute and youthful appearance. She can
be outdoorsy, in a casual, as well as
athleticism.

4. Trendy:

The model usually wears faddish
clothes and displays oversized
accessories. Her hair is tousled. Her
attire and pose are provocative and
challenging. There is a slightly sense
of chaos in this type.

Facial Expression

1. Full Smile:

The model's mouth is opened. The teeth
were revealed. The model is in very
pleasure mood and sometimes she is
laughing or giggling.

2. Close Smile:

The model's mouth is closed while the
model smile. She has a good time.

3. Indifferent:

The model's face expresses no feeling.
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4. Serious:

The model has a frown on her faces
(less playful), looks professional.

5. Sexy/Seductive:

The model makes eye contact and uses
different facial expression and
inviting smiles, looks flirting.

Hair Styles

1. S-traight:

The model has straight hair.

2. Curly:

The model has large rolled hair or
partially curly hair.

3. Wavy:

The model has very curly hair.

4. Others:

Other hair styles that are not belong
to the three types above.

Hair Length

1. Short:

The length of model's hair is shorter
than her shoulder.

2. Medium:

The length of model's hair is about
her shoulder.

3. Long:

The length of model's hair is longer
than her shoulder.

4. Up-do:

The length of model's hair cannot be
recognized because her hair is pulled
up or other reasons that not fit in
three lengths above.

Hair Colors

1. Auburn/Mahogany/ :The model has red or red-brown hair.
Red
2. Black:

The model has black hair.

3. Blonde:

The model has yellow hair tone.

4. Brunette:

The model has brown/dark brown hair.
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5. Burgundy/Violet: The model has dark purplish red to
blackish red hair or purple hair.
The model has hair color varied from
6. Others:
mentioned above.
Ethnic Background Types

1. Caucasian:

Ethnically white in appearance.
Usually American or European.

2. African-:
Americans

Female models with dark skin or
African features.

3. Asian:

Women with yellow skin tone. This
racial type includes all Asians
regardless of their country of origin

4. Others:

Refers to Latin Americans, and other
ethnically non-White models.

Social Relationship Types

1. Nobody Else
in Ad:

The depiction of a single woman in
advertisements.

2. Personal Context:The depiction of a single woman
and a man model in advertisements.

3. Business Context:The depiction of a female worker in
a company with colleagues/any
relationship between employees or
professionals who work together.
4. Social Context:

Includes a female model with friends
or any other two people depicted in a
social setting, with the exception of
family members depicted in a social
context.

5. Family Context:

Includes any relationship between
a female model with a family and
relatives such as aunts/uncles,
grandparents, including children.
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Products Type

1. Alcoholic
Beverages:

Beer, wine, alcoholic drinks.

2. Automotive
Products:

Car, car accessories, engine oil, etc.

3. Beauty Services: Spa, surgical clinic, weight loss
clinic, fitness, etc.

4. Clothing:

All apparel designers and
manufacturers.

5. Cosmetics:

Foundation, blush, eye shadow, etc.

6. Entertainment
/Information:

New.movies, books, magazines, travel,
internet, etc.

7. Food/ NonAlcoholic :

Foods, snacks, beverages, health foods

8. Fragrances:

Perfume

9. Household
Appliances:

TVs, VCRs, stereo equipment, etc.

10. Medicine:

All medicines

11. Personal Care:

Hair care products, facial and skin
cream, shampoo, soap, toothbrush, etc.

12. Personal
Accessories:

Watches, handbags, belts, shoes,
scarves, cell-phone, accessories, etc.

13. Other Services: Insurance and other services
14. Miscellaneous:

Any other products that do not fit
comfortably into the categories above.
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A

APPENDIX B:
CODE SHEET
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Code sheet

1.

ID of the advertisement #

2.

From which magazine: 1 Elie

3.

From what country:

1 Thailand

4.

Type of attractiveness:
1 Classic
3 Cute/Girl-Next-Door

2 Sensual/Sex Kitten
4 Trend

5.

6.
7.

8.

9.
10.

2 Cosmopolitan

2 U.:

Facial expression:
2 Close smile
1 Full smile
3 Indifferent
4 Serious

5 Sexy/Seductive

Hair style:
1 Straight

2 Curly

3 Wavy

4 Others

Hair length:
1 Short

2 Medium

3 Long

4 Up-do

Hair’color:
1 Auburn/Mahogany/Red
2 Black
4 Brunette,
5 Burgundy/Violet

Race of a model:
1 Caucasian
2 Asian

3 Blonde
6 Other Colors

3 African-American

Social relationship:
1 Nobody Else in Ad
3 Business Context
5 Family Context

4 Other

2 Personal Context
4 Social Context

11.

Product category advertisements that featuring the
female model:
2 Automotive Products
I Alcoholic Beverages
4 Clothing
3 Beauty Services
6 Entertainment/Information
5 Cosmetics
8 Fragrances
7 Food and Non-alcoholic
10 Medicine
9 Household Appliances
12 Personal Accessories
II Personal Care
14 Miscellaneous
13 Others Services

12.

Brand ________

13.

Product
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